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Annual meeting 

flUVEUND PUBLIC LIBRARY 

BOsinfss inf pur 
CXIWI'ilhftllilN Ilir 


The annual meeting of stockholders 
will be held on March 27, 1973. A 
formal notice of this meeting, 
together with proxy and proxy 
statements, was mailed with this 
report on or about February 23, 1973 
at which time proxies were solicited 
by the management. The information 
herein contained is published 
solely for the benefit of the 
company’s stockholders. No 
statement in this report is made for 
the purpose of inducing the 
purchase of securities issued by 
the company. 






























































Net sales 


Earnings per share 


Distribution 
of revenue 


1963 1964 1965 1966 1967 1968 1969 1970 1971 1972 1963 1964 1965 1966 1967 1968 1969 1970 1971 1972 
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1972 topped all previous years for Dr Pepper 
in dollar sales with an increase of 21.65 
per cent over 1971. It was the company's 
fifteenth consecutive year wherein Dr Pepper 
annual sales set a new record. 


Earnings per share on Dr Pepper common 
stock in 1972 were 16.22 per cent higher than 
in 1971. Earnings on a dollar basis were 
almost 20 per cent greater in 1972 over 1971. 
The difference in percentage is a result of 
rounding off the per share figure and the 
increase in the number of shares outstanding. 
Per share dividends paid to stockholders 
were 20-4/5? compared with 19-1/2? in the 
year previous with the December 1st payment 
your company's 172nd consecutive quarterly 
dividend paid to shareowners. 


A Retained in business 
B Dividends 

C Other operating expenses 
D Depreciation and maintenance 
E Taxes on income 
F Payrolls 

G Promotion, advertising & expansion 
H Raw materials and packaging 













































































Highlights of the year 



1972 

1971 

Net Sales. 

.... $77,396,257 

63,622,653 

Gross Profit. 

.... 40,085,911 

33,835,040 

Net Income Before Taxes. 

15,526,799 

12,738,266 

Provisions for Income Taxes . . . . 

.... 7,424,580 

5,966,125 

Net Earnings After Income Taxes . . 

.... $ 8,102,219 

6,772,141 

Number of Shares Outstanding . . . 

.... 18,723,834 

18,551,760 

Depreciation Charged to Operations . 

.... $ 1,334,001 

1,109,447 

Per Share 



Net Income Before Taxes. 

$ .83 

.69 

Provisions for Income Taxes . . . . 

.... .40 

.32 

Net Earnings After Income Taxes . . 

.... .43 

.37 

Depreciation Charged to Operations . 

.... $ .07 

.06 


NOTE: 1971 and 1970 columns adjusted tor two-tor-one stock split on October 27, 1972. 


1970 


57,449,749 

30,021,074 

11,084,782 

5,455,761 

5,629,021 

18,499,260 

990,225 

.60 

.30 

.30 

.05 



A new delivery method was introduced 

last year called the Galaxy Cargo System which 

was more rapid, efficient and 

economical lor multi-stop service 

to high volume outlets. 
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H. S. Billingsley , Chairman of the Board 


Message to shareholders 


Capitalizing on previous success, expanding availability to more 

consumers with the fastest growing product in the soft drink industry, 
your company realized its greatest sales and profit year in 1972. 

Heavy emphasis on advertising and promotion left no doubt that 
Dr Pepper’s story during the year was being seen, heard and understood to an 
unprecedented degree. An enthusiastic franchise bottler organization responded 
to a consumer attitude and increased acceptance for Dr Pepper that generated 
record dollar sales and earnings for the 15th consecutive year. 

Net sales increased to $77,396,257, or 21.65 per cent higher than the 
previous year. Earnings rose from $6,772,141 to $8,102,219, a 19.64 per cent 
gain over 1971. 

Dividends paid to shareholders were $.208 per share, up from $.195 per 
share based on a two-for-one split of common stock effective October 27. 

Determination by franchise bottlers to gain greater market share for 
Dr Pepper was evidenced by their use of more comprehensive packaging, 
intensified advertising and promotion programs, and by providing greater 
incentives to their sales organizations. 

Dr Pepper’s new trademark, introduced in October 1971, was a strong 
influence factor among consumers. Its impact has been widely felt resulting in a 
smooth transition from old to new brand identification. 

Sugar Free Dr Pepper enjoyed exceptional success and has become the 
fastest growing dietary soft drink in the industry. Diet beverage sales nationally 
reached a new high in 1972 and Sugar Free Dr Pepper is fast becoming 
the number one low calorie soft drink in market after market. 

The most serious threat to your company and free enterprise surfaced in 1971 
when the Federal Trade Commission sought to invalidate protective territory 
provisions for franchise bottlers which have operated under this system for 
over seventy-five years. Your company was an instrumental force in opposing the 
FTC contention that the industry franchise system is anti-competitive and 
violates antitrust laws. 
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This was challenged by a legislative proposal from the National Soft Drink 
Association that would insure the integrity of the existing workable franchise 
system and would continue to provide economic protection for the small bottler 
and consumer. We are optimistic that the soft drink industry will prevail and that 
this challenge will be overcome either through legislation or adjudication by 
the commission or in the courts. 

Our Dr Pepper bottler organization, already regarded one of the strongest in 
the industry, was further strengthened by new franchise alignments during 1972. 
Our own organization, likewise gained new strength as additional capable people 
joined the company. Growth internally among our key people came from a 
continuous management development program. 

We recognize and acknowledge the important role people play in 
Dr Pepper’s continuing success including employees, bottlers, directors and 
customers. The future of Dr Pepper is its greatest resource. It is unlimited. 

Your management firmly believes that Dr Pepper growth has just begun and 
eagerly accepts the challenge of leadership in 1973. 

^^ _ _ - 

H. S. Billingsley 
Chairman of the Board 

/ h)‘ 

W. W. Clements 

President and Chief Executive Officer 




















Sales through automatic vendors account 
for approximately 25 per cent of total soft 
drink volume annually. Larger, more 
impressive and a powerful advertising 
medium, they make Dr Pepper available in 
thousands of outlets. Equally important, 
many are “open for business around the 
clock, 24 hours day in and day out. 
























Marketing Dr Pepper in 72 


Dr Pepper advanced its position in the soft drink industry as the result of 
a continuing program of expansion in all areas of marketing. Again much of the 
credit for Dr Pepper’s success during the year was due to the accelerated 
advertising, promotion and selling effort on the part of the more than 500 
franchised bottlers. By coordinating their effort at the local level with the 
company’s national programs, Dr Pepper’s image, distribution and consumer 
acceptance was strengthened. 

Dr Pepper’s theme approach to consumers in 1972 was “All you have to do 
to like it is to try it,” again urging more people to dry Dr Pepper. Television and 
radio commercials were as distinctively different as Dr Pepper itself and captured 
widespread attention and favor. 

Young & Rubicam, Inc., our national advertising agency, followed up 1971 
with ad continuity and introduced new features to further strengthen Dr Pepper’s 
national image. These included five TV Specials starting with Burt Bacharach 
April 23, the Emmy Awards May 14, Good Vibrations July 18, "A Three Dog 
Night... Night” August 24, and “A New Year’s Rockin’ Eve” December 31, all on 
major network TV. Each show earned high audience ratings and brought strong 
consumer response. 

Market research was used extensively during the year with more bottlers 
availing themselves of this service. Special marketing programs were developed 
to enable bottlers to utilize various types of advertising and packaging 
more effectively. 

It took much of last year to convert advertising over to the new Dr Pepper 
trademark introduced in 1971. The results are beginning to show and Dr Pepper’s 
image, importantly in the area of packaging, is much stronger. The change-over 
to the new trademark will continue and become more effective in 1973. 




SUGAR FREE 


A key to sales is display. Salesmen have more 
tools to work with and are better skilled in the art. 
It's simply a matter of making Dr Pepper more 
appealing to the consumer which, in turn, makes it 
more saleable. 



One ot the five Dr Pepper sponsored 
TV Specials during 1972 featured 
Burt Bacharach on April 23. The 
program was viewed by an estimated 
audience ot thirty-six million people. 



























In-store merchandising, featuring top sports figures, 
was done extensively throughout 1972. This 
Lee Trevino display is a good example. 



Dr Pepper scored new sales success 
in Honolulu and it was only natural 
to create a setting lor this picture 
on Honolulu's lamed Waikiki Beach. 


Dr Pepper’s line of packaging with some 25 containers offers consumers 
a wide choice in their purchases. Each container is designed to meet a specific 
consumer need and allow Dr Pepper to be competitive with other brands on 
the market. 

Vending continues to account for substantial sales and distribution. 

This phase of the business has undergone many improvements with equipment 
much more sophisticated. Today Dr Pepper is on sale in thousands of locations 
through automatic vendors; more product is being sold through pre-mix and 
post-mix equipment and concession operators represent some of Dr Pepper’s 
highest volume accounts. Many Dr Pepper bottlers service fountain outlets and 
some are in full-line vending. 

Fountain sales were up again in 1972 with a gain of more than 18 per cent 
over the previous year. Dr Pepper’s point-of-sale advertising for fountain outlets 
ranks number one in the industry. It offers utility value to dealers and strong 
brand name identity for Dr Pepper. 

Sugar Free Dr Pepper sales also reached a new high last year. This product 
has become the number one low calorie soft drink in many markets and is 
gaining wide consumer acceptance. 





















Sugar Free Dr Pepper responded to 
advertising and promotion during the year 
to become the leading diet soft drink 
in many markets. 


The "boy-girl scene " on the left is not 
unusual tor Dr Pepper. Young people, ages 
13-30, make up a majority of Dr Pepper 
consumers. These two are not only enjoying 
Dr Pepper but "Dr Pepper Spoonburgers" 
as well — a tasty ground meat recipe 
featuring Dr Pepper. 
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Theme promotions continue to give 
Dr Pepper dominance in its supermarket 
merchandising. Innovative, colorful and 
highly adaptable, they offer strong dealer 
tie-in advantages designed specifically 
to build customers ... and sales. 


Dr Pepper salesmen took on a “new look" in 1972. The Dallas 
Dr Pepper bottling sales organization gives an idea of what the 
well dressed Dr Pepper salesman today is wearing. 




The message on this billboard in New York's Yankee Stadium 
may have answered a question in the minds of any of the 
64,000 football fans present. Yankee Stadium is as good a spot 
as any to announce that Dr Pepper’s progress in this 
tremendous market is continuing. 




























































Product promotions 


Dr Pepper’s promotion calendar for 1972 was dated January 1 through 
December 31 and offered promotion incentives for each month in the year. 
Starting off was the traditional HOT Dr Pepper promotion timed to coincide with 
the winter season. From there on the program offered more than a dozen 
special promotions, all directed to the movement of product from dealer shelves. 
Some featured self liquidating premiums, others were built around sales 
incentives for bottler route men, all were flexible for bottler application. 

Five national promotions were advertised and implemented by the Dr Pepper 
Company to give wide consumer appeal and generate dealer interest. 

Some promotions were built around personalities who work for Dr Pepper, 

Lee Trevino, Calvin Hill and Miss Teenage America. All national promotions 
received additional regional media support. 

Bottlers had the opportunity to pick their promotions, some of which were 
tied in with special holidays. One was a Valentine promotion, another tied in with 
fishing with premium incentives for all members of the family. 

Each promotion was in the form of “A Big Idea,” planned to provide 
consumer and dealer appeal and bottler benefits. A wide array of premiums and 
sales tools were available to help spark promotions among bottler salesmen 
and dealers. Consumer premiums furnished much of the impact that made 
Dr Pepper’s product promotions successful during the year. 



We coined a name lor a new drink which is 
captivating the fancy of many, especially sportsmen 
like skiiers, and football fans. The new drink, 
a mix of rum and Dr Pepper, is proving to be a 
real winter warmer. We call it “ Schuss-Boomer 
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Dr Pepper's float entry in the 84th 
Tournament of Roses Parade in Pasadena, 
Calif., titled “The Road Runner and 
Wyle E. Coyote" won the Princess Award 
for the best display of animation. 


Where did our sales come from in 1972? 

Wm. J. Sebekos, Dr Pepper dealer and stockholder 
in Lodi, N. J., provides one answer. Merchandising by 
dealers like Mr. Sebekos produced sales. 





Dr Pepper plant manager Ken Brown, Jackson, Miss., 
worked a tie-in with his local Ford dealer to build 
this 2,000 case display. Merchandising by bottlers like 
Mr. Brown produced sales. 


In the 16th Annual Cotton Bowl Parade in 
Dallas, Texas, Dr Pepper's float titled 
"I'm Proud To Be An American," won the 
City of Dallas Award for the most 
photogenic display. 



r / m Proud \o 





















































Special events 


Three special events are of major importance annually in Dr Pepper's 
national program. These are the company’s participation in two New Year’s Day 
parades which receive national and international attention, and sponsorship of 
the Miss Teenage America Pageant which has become a major event. All three are 
featured on national TV networks with viewing audiences numbering in 
the millions. 

For the past thirteen years Dr Pepper has sponsored floats in the Annual 
Tournament of Roses Parade in Pasadena, Calif., and in the Cotton Bowl Parade 
in Dallas. On January 1, 1973 in Pasadena the Dr Pepper float titled "The Road 
Runner and Wylie E. Coyote,” won the Princess Award, the tenth award for 
Dr Pepper out of thirteen entries. In the Cotton Bowl Parade the Dr Pepper float 
titled “I’m Proud To Be An American” won the City of Dallas Award, eleventh 
win out of thirteen entries. Dr Pepper enjoys the honor of being an exclusive soft 
drink participant in both events. 

The Miss Teenage America Pageant was nationally televised over CBS 
on November 25. This has become one of the top rated specials of the year and 
is highly appropriate for Dr Pepper since it identifies with an important segment of 
our market. In addition to the national pageant, many Dr Pepper bottlers sponsor 
local pageants to select finalists and have developed strong local MTA programs. 
Winner of the 1973 Miss Teenage America title was Melissa Marie Galbraith 
of Clarion, Pa. 



Melissa Galbraith, Clarion, Pa., joins Dr Pepper 
Company president and chief executive officer 
W. W. Clements in drinking her first “ official" Dr Pepper 
alter being selected Miss Teenage America lor 1973. 


t: y b ti t b u 
























Since HOT Dr Pepper was first introduced in 
1959 its promotion was timed to start each 
year on January 1. Now we know not to 
set a date to promote HOT Dr Pepper but 
instead, to cue our effort with the first 
"cold snap" that comes along. HOT 
Dr Pepper has become a prime favorite with 
consumers and significantly, many have 
discovered that it’s enjoyable the year ’round. 
Its popularity, however, has won out as the 
ideal "winter warmer " with millions ot 

consumers. 
















Dr Pepper Company and Subsidiaries 

Consolidated balance sheet 

December 31, 1972 and 1971 


Assets 

Current assets: 

Cash (including time deposits and short-term government 
securities of $15,321,777 in 1972 and $11,121,081 in 1971) 
Receivables: 

Trade accounts (net of allowance for doubtful 

receivables of $243,716 in 1972; $252,344 in 1971) . . 

Other notes and accounts. 

Inventories, at lower of cost (first-in, first-out) or market: 

Finished products.. 

Raw materials and supplies. 

Prepaid expenses . 

Total current assets. 

Investments (at cost) and noncurrent notes receivable .... 
Property, plant and equipment — at cost: 

Land, buildings and improvements. 

Machinery, equipment and furniture. 

Less accumulated depreciation. 

Net property, plant and equipment . . . . 

Formulae, trademarks and goodwill, at cost or nominal value . 


Liabilities and Stockholders’ Equity 

Current liabilities: 

Accounts payable and accrued expenses. 

Federal and state income taxes. 

Total current liabilities. 

Stockholders' equity: 

Common stock without par value. Authorized 25,000,000 shares; 
issued 18,723,834 shares in 1972 and 18,551,760 shares in 1971 . 

Retained earnings .. 

Total stockholders’ equity.'. . . 


See accompanying notes to consolidated linancial statements. 


1972 


$15,778,158 


4,106,580 

1,162,725 

1,267,301 

1,162,371 

2,235,984 

2 5,713,1 19 

1,519,251 

4,615,832 

10,531,118 

15,146,950 

6,535,564 

8,611,386 

272,910 

$36,116,666 


$ 3,412,671 
1,551,370 
4,964,041 


5,530,828 

25,621,797 

31,152,625 

$36,116,666 


1971 


11,818,371 


3,746,097 

930,663 

1,014,202 

1,141,105 

1,844,082 

20,494,520 

1,153,352 

4,546,716 

8,922,629 

13,469,345 

5,594,253 

7,875,092 

272,910 

29,795,874 


3,537,896 

996,987 

4,534,883 


3,862,860 

21,398,131 

25,260,991 

29,795,874 










































Dr Pepper Company and Subsidiaries 

Statement of consolidated earnings 
and retained earnings 

Years ended December 31, 1972 and 1971 


Net sales. 

Cost of sales. 

Gross profit. 

Administrative, marketing and general expenses 

Operating profit. 

Miscellaneous income — net. 

Earnings before income taxes 

Federal and state income taxes. 

Net earnings. 

Retained earnings at beginning of year.... 

Dividends paid — $.20-4/5 per share in 1972 

and $.19-1/2 per share in 1971. 

Retained earnings at end of year. 

Net earnings per share. 


1972 

1971 

$77,396,257 

63,622,653 

. . 37,310,346 

29,787,613 

. . 40,085,911 

33,835,040 

. . 25,402,094 

21,991,585 

. . 14,683,817 

11,843,455 

. . 842,982 

894,811 

. . 15,526,799 

12,738,266 

7,424,580 

5,966,125 

. . 8,102,219 

6,772,141 

. . 21,398,131 

18,239,639 

29,500,350 

25,011,780 

. . 3,878,553 

3,613,649 

. . $25,621,797 

21,398,131 

$ .43 

.37 


See accompanying notes to consolidated financial statements. 






































Dr Pepper Company and Subsidiaries 

Statement of consolidated changes 
in financial position 

Years ended December 31. 1972 and 1971 


Funds provided: 

Net earnings. 

Add charge for depreciation which did not require funds 

Funds derived from operations . . . 

Issuance of 172,074 shares of common stock 

in 1972 and 52,500 shares in 1971. 

Funds applied: 

Dividends on common stock. 

Net additions to property, plant and equipment . . . 

Increase in noncurrent notes receivable. 

Increase in working capital . . . . 

Changes in working capital: 

Increase in current assets: 

Cash. 

Receivables. 

Inventories. 

Prepaid expenses. 

Increase (decrease) in current liabilities: 

Accounts payable and accrued expenses . . . . 

Federal and state income taxes. 

Increase in working capital . . . . 


See accompanying notes to consolidated financial statements. 


1972 

1971 

$ 8,102,219 

6,772,141 

1,334,001 

1,109,447 

9,436,220 

7,881,588 

1,667,968 

324,850 

11,104,188 

8,206,438 

3,878,553 

3,613,649 

2,070,295 

1,968,790 

365,899 

682,695 

6,314,747 

6,265,134 

$ 4,789,441 

1,941,304 


$ 3,959,787 

1,057,480 

592,545 

797,342 

274,365 

248,678 

391,902 

798,037 

5,218,599 

2,901,537 

(125,225) 

678,701 

554,383 

281,532 

429,158 

960,233 

$ 4,789,441 

1,941,304 



















































Dr Pepper Company and Subsidiaries 

Notes to consolidated financial statements 


(1) Accounting policies 

The consolidated financial statements comprise the accounts of the Company and its subsidiaries, 
all of which are wholly owned. All material intercompany accounts, transactions and profits have 
been eliminated. 

The Company and its subsidiaries provide for depreciation of property, plant and equipment on a 
straight-line basis for both financial and Federal income tax reporting. Similarly, there are no significant 
timing differences between reporting net earnings for financial and for Federal income tax purposes. 

The Company uses the inventory method of accounting for returnable containers. 

In October 1972, the Company increased its authorized common stock from 9,600,000 to 25,000,000 
shares and effected a two-for-one stock split. Common shares issued at December 31, 1971, dividends 
per share and earnings per share have been adjusted to give effect to the stock split. Earnings per share of 
common stock amounts are based on the number of shares outstanding at the end of each year, adjusted 
for a two-for-one stock split in 1972. 

(2) Stock option plan 

The Company has in effect a qualified stock option plan under which the Board of Directors may grant 
options to selected employees to purchase common stock of the Company. The exercise price of options 
granted under the plan may not be less than the quoted market price at date of grant; and the options expire 
five years from date of grant. At December 31, 1972 options were outstanding to purchase 294,850 shares 
at prices ranging from $8.50 to $25.50 per share ($3,222,269 aggregate). During 1972 options were exercised 
for 152,750 shares at prices ranging from $8.50 to $16.62 per share ($1,304,681 aggregate); and during 
1971 options were exercised for 52,500 shares at prices ranging from $3,105 to $9.31 per share ($324,850 
aggregate). At December 31, 1972 there were 118,200 unoptioned shares available for option under the plan. 

(3) Pension plan 

The Company and its subsidiaries provide an insured noncontributory pension plan for employees. 

The companies expect to continue the plan indefinitely but have the right to discontinue it at any time. 

The cost of the plan amounted to $438,000 in 1972 and $393,000 in 1971, which costs include amounts 
sufficient to amortize past service costs over the remaining active employment periods of the covered 
employees, except that the additional past service cost, resulting from a 1969 amendment, attributable to 
employees scheduled for retirement prior to 1979 is being amortized over a ten-year period. The assets of 
the plan exceeded the actuarially computed vested benefits as of December 31, 1972. 







Accountants' report 


The Board of Directors 
Dr Pepper Company: 

We have examined the consolidated balance sheet of Dr Pepper Company and subsidiaries as of 
December 31, 1972 and 1971 and the related statements of earnings and retained earnings and of changes 
in financial position for the years then ended. Our examination was made in accordance with generally 
accepted auditing standards, and accordingly included such tests of the accounting records and such other 
auditing procedures as we considered necessary in the circumstances. 

In our opinion, such financial statements present fairly the financial position of Dr Pepper Company 
and subsidiaries at December 31, 1972 and 1971 and the results of their operations and the changes in their 
financial position for the years then ended, in conformity with generally accepted accounting principles 
applied on a consistent basis. 



Dallas, Texas 
January 29, 1973 


Transfer agents 


First National Bank in Dallas, 
Dallas, Texas 


Manufacturers Hanover Trust Co., 
New York, N. Y. 


Registrars 


Republic National Bank of Dallas, 
Dallas, Texas 


Bankers Trust Co., 
New York, N. Y. 

















Ten year financial review 


Financial results 


Year 

Net Sales 

Net Income 

Earnings 

Per Share 

Dividends 

Dividends 

Per Share 

Shares 

Outstanding 

1972 

$77,396,257 

8,102,219 

.43 

3,878,553 

.20 4/5 

18,723,834 

1971 

63,622,653 

6,772,141 

.37 

3,613,649 

.19V2 

18,551,760 

1970 

57,449,749 

5,629,021 

.30 

2,907,592 

.15% 

18,499,260 

1969 

49,514,538 

4,642,238 

.25 

2,605,766 

.14Vs 

18,438,360 

1968 

41,883,072 

4,107,686 

.22 

2,137,866 

. 11 % 

18,344,520 

1967 

33,812,195 

3,478,232 

.19 

1,568,555 

.08% 

18,101,160 

1966 

28,660,482 

2,878,516 

.16 

1,366,856 

.07% 

17,751,960 

1965 

27,478,828 

2,405,718 

.14 

1,139,876 

.O 6 V 2 

17,696,760 

1964 

24,565,059 

1,753,117 

.10 

872,321 

.05 

17,510,760 

1963 

21,783,299 

1,303,569 

.08 

631,200 

.03% 

17,312,760 


Notes: 

(1) Adjusted tor two-tor-one stock split March 25, 1964, tor two-tor-one stock split March 27, 1968, tor three-tor one stock split 
March 25, 1970, and tor two-tor-one stock split October 27, 1972. 

(2) Years 1963 through 1966 restated to give retroactive effect to the change during 1967 in method of accounting tor returnable 
containers. 








Financial position 


Year 

Current 

Assets 

Current 

Liabilities 

Working 

Capital 

Fixed Assets 
Net 

Other 

Assets 

Long Term 
Indebtedness 

Stock¬ 

holders’ 

Equity 

Book 
Value 
Per Share 

1972 

$25,713,119 

4,964,041 

20,749,078 

8,611,386 

1,792,161 

— 

31,152,625 

1.66 

1971 

20,494,520 

4,534,883 

15,959,637 

7,875,092 

1,426,262 

— 

25,260,991 

1.36 

1970 

17,592,983 

3,574,650 

14,018,333 

7,015,749 

743,566 

— 

21,777,648 

1.18 

1969 

14,930,849 

3,415,876 

11,514,973 

6,702,138 

625,783 

— 

18,842,894 

1.02 

1968 

12,521,996 

2,918,929 

9,603,067 

6,257,936 

699,764 

— 

16,560,767 

.90 

1967 

11,313,099 

3,169,091 

8,144,008 

5,566,180 

523,927 

— 

14,234,115 

.79 

1966 

8,913,209 

2,954,915 

5,958,294 

5,376,055 

515,989 

— 

11,850,338 

.67 

1965 

7,552,449 

3,104,882 

4,447,567 

5,411,200 

600,937 

189,739 

10,269,965 

.58 

1964 

6,205,405 

2,759,351 

3,446,054 

5,194,278 

505,568 

373,308 

8,772,592 

.50 

1963 

5,481,363 

2,699,541 

2,781,822 

4,751,717 

662,933 

550,944 

7,645,528 

.44 







Officers 



H. S. Billingsley 
Chairman of the Board 




Frederick F. Avery 
Executive Vice President 


W. W. Clements 
President and Chief 
Executive Officer 





Harry E. Ellis 
Vice President 


Charles P. Grier T. C. Hunter 

Vice President Vice President 



Robert L. Stone 
Vice President 


*W. E. Tully 
Vice President, 

Secretary and Treasurer 
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* Retired November 1, 1972 



Joe K. Hughes 
Executive Vice President 



Alvin H. Lane, Jr. 
Vice President, 

Secretary and Treasurer 



Hilton Folkes 
Assistant Secretary 



John R. Albers 
Vice President 



Harris M. Browder 
Vice President 



Jerry M. Corbin 
Vice President 





W. F. Massmann 
Vice President 


C.W. Reeves 
Vice President 


Hal L. Stockstill 

Vice President 


This management team 

gives Dr Pepper Company a combination of 

talent with 390 years of experience 

in the soft drink business. 























Directors 



Seated (left to right) Cullum, Vaughn, Cox, Thompson, Rice, Stemmons, Cummins, 
Davis and White. Standing (left to right) Browder, Billingsley and Clements. 


H. S. Billingsley 

Chairman of the Board, Dr Pepper Company, Dallas, Texas 

Harris M. Browder 

Vice President, Dr Pepper Company, Dallas, Texas 

W. W. Clements 

President and Chief Executive Officer, Dr Pepper Company, Dallas, Texas 

Edwin L. Cox 

Independent Oil Producer, Dallas, Texas 

Robert B. Cullum 

Chairman of the Board, The Cullum Companies, Dallas, Texas 

Raymond H. Cummins 

Chairman of the Board and Chief Executive Officer, Goldsmith's Department 
Store, Memphis, Tennessee and Vice President, Federated Department Stores, Inc. 

J. W. Davis 

Dr Pepper Bottling Company, Roanoke, Virginia 

*Lamar Hunt 

President, Kansas City Chiefs Football Club, Kansas City, Missouri 
Vice President, Hunt Oil Company, Dallas, Texas 

Joe S. Rice 

Investments, Winston-Salem, North Carolina 

*W. R. Roberson, Jr. 

President, Roberson's Beverages, Inc., Washington, North Carolina 

John M. Stemmons 

President, Industrial Properties Corporation, Dallas, Texas 

John P. Thompson 

Chairman of the Board, The Southland Corporation, Dallas, Texas 

Jack C. Vaughn 

President, Vaughn Petroleum, Inc., and Investments, Dallas, Texas 

W. D. White 

Senior Partner, White, McElroy, White & Sides, Attorneys at Law, Dallas, Texas 


Elected January 25, 1973 
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An ecology program 


The soft drink industry and its packaging suppliers are keenly aware 
of the ecology and pollution problems facing the country. During 1972 
they teamed up on many programs to help solve these problems which 
still present complex situations. Through combined effort billions of 
convenience type beverage containers were collected and recycled back 
into production, including both metal and glass packages. Steel and 
glass industries and soft drink industry members invested millions of 
dollars in recycling and are dedicated to finding plausible solutions to the 
problems of pollution. 

Last year Dr Pepper Company introduced an ecology program which 
was made available to its bottlers for use locally in schools and other 
areas. The program consisted of an environmental test set, world ocean 
globe and instruction manual enabling students to explore the problems of 
pollution and ecology. Accompanying the teaching aids was a booklet 
titled "Ecology & You" dealing with pollution and what you 
can do about it. 

Dr Pepper also produced a 15-minute color film titled "The Tender 
Mansion" dealing with ecology. The film was rated "excellent" and won 
acclaim wherever it has been shown. It is available as a part of the 
Dr Pepper ecology program in the company’s ongoing effort to meet 
and solve the problems of the day. 


































































































New marketing opportunities 


Dr Pepper's marketing potential continued to 
improve last year as a result of the opening of 
several new distribution areas. Some of these were 
Pocatello, Idaho; Toledo, Ohio; Palmerton, Pa.; 
Sagamore, Mass.; and Agana, Guam. 

Consolidations and new franchise alignments 
further strengthened Dr Pepper's position, one of 
which was with The Atlanta Coca-Cola Bottling Co., 
Atlanta, Ga„ third largest bottling operation in 
the U. S. Other key points where new bottler align¬ 
ments improved Dr Pepper’s domestic position 
included Montgomery, Huntsville, Anniston, Opelika 
and Decatur, Ala.; Durham, N. C.; Saginaw, Mich.; 
Johnson City and Nashville, Tenn.; Salt Lake 
City, Utah; Macon, Ga.; and Panama City, Fla. 

Totally there were more than fifty locations where 
important changes took place, all of which opened 
new marketing opportunities to Dr Pepper. 

In each instance its position in the local area will be 
more competitive and stronger. 



Dr Pepper Company 
5523 E. Mockingbird Lane 
Dallas, Texas 75222 













